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The diamond as big as the Ritz lives. It stands there
on Stemmons Freeway outside of Dallas, an immense,
many-faceted jewel, glittering in the blistering Texas
midday sun. "All that glitters," the saying goes, "is not
gold." Yet, when referring to Zale's new home office,
the whole thing takes on a different meaning. Gold it
looks like and glitter it does, but the real gold and the
real glitter are inside. Not just in the merchandise it
handles either, but in the human resources and resourcefulness that have caused Zale to grow from a two-man
store in a one-horse town to the largest retailer of
jewelry in the world.
The world's second-largest pear shaped diamond, "Light of
Peace," will be used to raise funds for a meaningful peace effort.
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Morris B. Zale, chairman of the
board of Zale Corporation.

To give an idea of Zale's recent growth, during the
fiscal year ending March 31, 1966, sales went over the
$100,000,000 mark for the first time, reaching over
$133,000,000. Four years later, the indicated net sales
figure registered $384,000,000, an increase of almost
300%. During the same period of time, Zale has grown
from 860 outlets to 1,344.
The man largely responsible for this success story
is the same man who, with his brother William, opened
a jewelry store on Main Street in Wichita Falls, Texas
in 1924—Morris B. Zale. The secret of his success was
anything but a secret. It was credit, something unheard
of in the jewelry field, and something he let everyone
know about. The news spread, the customers came, and
came again, leaving M. B., as he is often called, little
choice but to expand his operation. Expand he did,
hiring a young Fort Worthian, Ben Lipshy, who 31 years
later would become president of the firm. Today M. B.,
as chairman of the board, is still active, having taken
a major role in building a globe-spanning supply network.

big business out of fine jewelry—is unique, he points
out. "All other retailing firms started off with softgoods or some basic necessity whereas this was not
the case with Zale. Diamonds were, and are still our
staple. Of course, this situation requires a massive investment and commitment which very few others were
able or willing to make.
"When it comes to the question of how we got to the
point where we could make these necessarily large investments, all I can do is point to the old truism of honest
dealing with the customers. They liked us, they liked
what we sold, and they came back. Of course the credit
thing had a lot to do with it. When we started, there
were very few legitimate credit jewelry stores. So once
our name was established, we could capitalize on it and
grow.
"At the time our method of growth was considered
quite daring. We were not afraid to take the risk on
suburban locations, and signed a few shopping-center
leases early in 1955, when shopping centers, as organized entities, were almost unheard of. We weren't afraid
because we had learned prior to that how to operate
suburban locations, though not necessarily shopping
centers, so we were more or less attuned to the workings
of a relatively small-volume store. Of course, what has
happened since then has proven M. B.'s rather daring

Though the granting of credit played an important
part in the early prosperity of the store, according to
Executive Vice President Donald Zale, it was by no
means the only successful departure from norm taken
by his father. The entire concept of Zale's—making a
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decision to have been one of remarkable foresight."
"In the belief that there can be no real beauty in the
world without peace," Zale has dedicated a recently
acquired 435-carat uncut diamond to the cause of peace.
The stone, expected to be the world's second-largest
pear-shaped diamond when cut, has been appropriately
named "Light of Peace." The finished gem will weigh
between 140 and 150 carats and will have a value from
$3,000,000 to $5,000,000. It will not be sold, but instead
will be given public showings around the country. The
funds derived from these showings, together with a grant
of a quarter of a million dollars contributed by Zale Corporation and members of the Zale family, will be awarded
to a meaningful peace effort. Studies will be undertaken
and recommendations made by a commission headed
by former United States Ambassador to the United Nations Arthur J. Goldberg.
The Light of Peace also symbolizes Zale's commitment to diamonds as the mainstay of its present and
future business. The figures back this up. A breakdown
of Zale's retail outlets reveals 829 jewelry outlets, 285
footwear units, 150 department store and family center
outlets, 57 drugstores, 8 home furnishings stores, 6 sporting goods stores, and 9 leased departments handling
various lines of merchandise. In terms of Zale Corporation's sales dollar (of which they netted 384 million last
year): jewelry accounted for 54%, department stores
and family centers for 17%, shoe outlets 14%, drugs
and sundries 10%. The remaining 5%, for those of you
who are counting, is accounted for by other retailing
areas, in combination with their commercial marketing
and operations.

Ben A. Lipshy,
president, confers
partner David W.
Zale, executive vice

Zale Corporation's
with Touche Ross
Muir and Donald
president.

Zale Corporation's jewelry outlets are divided into
four different divisions, giving the company the position
of being able to serve all economic levels of consumers.
The Zale Store Division is the largest with 471 outlets.
It handles a popular-priced line of merchandise for the
average consumer.
The Fine Jewelers Guild Division, which now numbers
128 units, carries a more exclusive line of merchandise,
catering to what is often called "the carriage trade."
These stores operate under their founding names . . .
such as Lambert Brothers in New York; Bailey Banks
and Biddle in Philadelphia; Slavick's in Los Angeles;
Corrigan's in Houston and Dallas; Stowell's in Boston;
Hausmann's in New Orleans; and many others.
The Leased Jewelry Division, which serves the bargain-conscious consumer, operates jewelry departments
in discount centers and department stores. This operation now has 214 units and is growing rapidly, having
recently added 2 Richway stores in the Atlanta area, and
12 Bazar stores in Washington and Oregon. Within the
next 18 months, 11 units are scheduled to open in the
Treasury stores operated by J. C. Penney.
Zale's newest jewelry division is the Catalog Store
Division, a small but promising operation which now has
two large units. This division sells both directly through
its stores and by mail order through a catalog which
offers a wide range of jewelry and related merchandise.
Outside the continent, Zale's retail operations are to be
found both in Europe and Puerto Rico. Zale Corporation
entered the European market a little over a year ago by
acquiring 80% of Leslie Davis Jewelers, a London-based
concern which currently has 14 stores in its chain. The
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New Zale Corporation International Headquarters Building
overlooks one of Dallas' principal freeways, features unique
architectural design.

porating gold and precious stones. The New York facility,
incidentally, represents the recent consolidation of 5
Manhattan locations under one roof. With a total area
of 170,000 sq. ft., it is one of the largest, most modern
facilities of its kind in the world.
Although Zale has found the jewelry business to be
quite stable—"more stable than you might expect," according to Ben Lipshy—"we feel the greater stability
of a diversified retailing organization is desirable." A
second reason for diversification Mr. Lipshy mentions
is demographics. "The population explosion, the steady
increase in personal-consumption expenditures, the
formation of families at a faster rate, and the rise in
discretionary income, which tends to provide a great
opportunity for us to sell, not only jewelry, but many
other items to meet the growing demands for merchandise."

Puerto Rican market was entered somewhat earlier with
the opening of two new stores. With subsequent acquisitions, this chain now numbers 10 units.
Zale's biggest overseas operations, however, involve
purchasing and manufacturing operations. These were
undertaken to provide maximum dependability of supply
for their retail outlets. Diamond buying is done primarily
in Tel Aviv, Antwerp, London, and Bombay. Besides
diamonds", Zale's overseas network, which also includes
offices in Tokyo, Hong Kong, San Juan, and Bevaix
(Switzerland) handles purchases of pearls, chinaware,
binoculars, clothing, shoes, and watches. The Bevaix
office specializes in the buying, styling and quality control of watches.
Most of Zale's rough diamonds are cut in their own
plants in New York, Tel Aviv or Puerto Rico. Each one
of these facilities has a capacity to process 3,000 carats
a month. The New York and Puerto Rican plants, in addition, manufacture a wide variety of finished items incor-

A further reason, he notes, involves opportunities in
new business locations. "In looking at a new shopping
center, the company can consider going in with several
different types of retail units which complement one
another. We could, for example, put in a shoe store, a
junior department store, a drugstore, a sporting goods
store, a toy store, any of three types of jewelry outlets,
a furniture store . . . or any combination of these. This
kind of flexibility enables us to make the most of any
opportunity regarding new store sites. And, equally as
important, it makes us more attractive as prospective
tenants to shopping-center developments."
With these reasons in mind, in 1965 Zale made its first
non-jewelry acquisition—Skillern Drug Company and its
affiliate, Southland Distributors, a wholesale toy firm.
At that time Mr. Lipshy said, "We believe Zale's major
growth, apart from retail jewelry-store expansion, can
best be realized through internal expansion and outside
acquisition to which our special skills can be applied
successfully."
This philosophy has guided Zale's expansion policy
to the point where they are now operating in several
retail fields; drugs and sundries, junior department
stores specializing in soft goods, women's fashion footwear and family shoes, home furnishings, and sporting
goods. "We have just barely begun to scratch the surface," says Donald Zale. "There are many other specialty
retail areas that would lend themselves to our concept.
What we try to do is pick the ones where there is the

Furniture Stores in San Antonio and Austin, Texas. Four
stores have been added and more are scheduled for
Texas and possibly nearby states. They all handle lines
of medium- to higher-priced furniture, appliances and
accessories for the home.

greatest potential for growth. We concentrate on a relatively narrow area, trying to develop the management
skills necessary to get it going, making it profitable to a
point where it can handle itself. Then we move on to
something new.
"Take the drug business for instance, I don't mind
telling you we suffered three years there, and suffered
badly. But, at the end of the three years, we felt as
though we had a good organization going. We could
look with pride at what we had accomplished, knowing
that our profit and loss statements in this division were
looking a lot better. We certainly weren't completely
satisfied with them, but we knew we were headed in
the right direction. So, from that standpoint, we felt very
comfortable in going into something different."

Attracted to the sporting goods field by the nationwide trend towards increased leisure time and shorter
working hours, Zale acquired next the two large and
successful stores of H. Cook Sporting Goods Company
in Albuquerque, New Mexico. The division was expanded
last fall with the addition of two Cullum & Boren stores
in Dallas and later with a ski boutique in Albuquerque
and a large store in El Paso. Other new units are planned
for this division whose size is small and promise, great.
Butler's Shoe Corporation merged with Zale in the fall
of 1969, becoming the company's largest acquisition.
This division operates 231 women's fashion footwear
stores. An additional 53 discount shoe departments
operated by Butler's have been formed into a separate
division. Like Zale, Butler's has expanded to shopping
centers and entered some of the fastest-growing markets in the country.

The something different was Levines, which was acquired in 1966, placing Zale in the junior department
store field. There are 146 of these units in 11 southeastern and southwestern states. They sell mostly moderately priced family clothing and other soft goods.
Within the past year, however, two pilot stores, based
on the family center concept, were opened. These
stores, besides the usual complement of soft goods,
carry auto accessories, sporting goods and other hard
lines.

"There is a tide in the affairs of men. . . . " A man had
an idea and he added a full measure of imagination. His
shadow has been cast over all parts of the free world
bringing much joy and happiness into the homes of multitudes. This is the story of Zale Corporation.

Zale entered the home furnishings field in the early
spring of 1969, through acquisition of four Karotkin

John Sise
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